Introduction:
Today human begins work with the time. The various activities to be performed on generally prescribed on the basis of time factor. Thus time is consider to be a fresher factor in every walk of life. Now-adays we find no person without a wrist watch and a home without a clock. Thus the watches have become almost a necessity for human begins, to whichever economic class they belong.
In the 18 th and 19 th century watch industry has flourished in western world only, specifically Switzerland but the second half of the 20 th century has seen India emerging an important manufacturer of watches.
Titan Industries a TATA group company as created history in the Indian watch industry by manufacturing and marketing different brands of watches not only in Indian market but also in the international market. This project work titled "MARKETING OF TITAN WATCHES" is a effort to study the market response to Titan brand of watches. 
Scope

II.
Research Methodology:
In the study both primary and secondary data has been used for the purpose of collecting data. The primary data have been collected through the consumer survey and discussions were carried out with the consumer personally.
The secondary data has been collected from various published literature (like text books, magazines, news papers) and internet. The information regarding the organization has been collected from report and record provided by the dealers of Titan watches.
Consumer survey:
In order to collect the primary data the consumer"s survey was undertaken. The sample consumers were selected on stratified random sampling method. A structured question was used to collect information from the sample consumer contacted. Even personal interviews were held with the respondents to gather unbiased information. Observation method also made used to understand the real feelings of the respondents so that study become more realistic in nature.
Limitations:
1. The study has been restricted to the users of Titan watches only. 2. The data and opinion collected are assumed to be objective. 3. The survey is restricted to 100 respondents. 4. Lack of consumer awareness about different watches. 5. Time constraint. 6. The sample size is supposed to representative of the views of the consumers. 7. The study has been restricted to Haveri city only.
III. Survey Analysis
Introduction:
Consumer survey is necessary in any form of marketing research because consumer is the "king" in the market and his behavior changes day by day. Selection of products by the consumer reflects the faith in the products. The buyer"s behavior changes according to their age, income, sex and other factors. Buyer"s purchasing always depends on the quality and price. The study of consumer satisfaction is necessary to know the opinion of different consumers to implement the most effective marketing policy of the firm. To conduct the consumer survey, questionnaire method was used. Questionnaire is the most common research instrument. A questionnaire is a set of questions with or without space for recording answer. The question can secure relevant facts or opinions from informed and interested respondents included in the sample survey.
In the following subsequent section, the data obtained from the respondent are analyzed statistically. A convenient sampling technique was made use for this survey and the number of respondents chosen was 100.
Demographic Analysis:
The demographic factors pertaining to consumers are mainly age, education, occupation and income. The above table indicates that majority of the respondents (60%) belongs to the age group of 20 to 30 years, 20% belong to age group of 10 to 20 years and 10% each belongs to the age groups of 30 to 40 years and above 40 years. This table classifies the respondents based on monthly income. Of the respondents 40% belong to the income group of below Rs. 5000, 36% to the income group of Rs. 10000 to Rs. 15000, 14% to the income group of Rs.5000 to Rs. 10000 and 10% to above Rs. 15000 group. From the above table it can be seen that of the respondents, 10% have studied up to S.S.L.C., 60% are graduates, 4% are post graduate and remaining 26% are others (like P.U.C., Engineering). 
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The table shows that 40% of respondents owned Titan brand watches, 24% Timex brand of watches, 16% Sonata brand of watches, 6% Fast track brand of watches and remaining 14% owned other brand like HMT, Citizen, and Maxima etc. 
Advertisement
Relatives Friends
As per the above table, 34% of the respondents wants to change the watch in a period of 3 years, 28% in 3 to 5 years, 20% in less than a year and 18% after 5 years. The above table indicates the opinion of the respondents regarding the performance of titan watches. Of the 40 respondents, 35% consider the performance as excellent, 40% as good, 15% as satisfied and remaining 10% are not satisfied with the performance of titan watches.
Respondents Regarding After Sales Service Of The Company
Of the respondents 90% of the satisfied of the after sales service of the dealer and remaining 10% feel dis-satisfied with the after sales service of the dealer.
Major Survey Findings:
1. Majority of the respondents are male. 2. Most of the respondents belong to the age group of 20-30 years. 3. Most of the respondent belongs to the occupation of student. 4. Majority of the respondent"s monthly income were below Rs.5000. 5. Most of the respondents belong to the qualification of graduates. 6. The majority of respondents owned titan brand watches. 7. The majority of respondents are come to know about the titan brand watches through advertisement and relatives. 8. Most of the respondents belong to the plan to change watch in a period of 3 years. 9. Most of the respondents belong to the wish price range of Rs.500-1500. 10. The majority of respondents feel that the price of the titan watches as high. 
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